The organic production in Serbian enclaves in Kosovo has a great potential based on the extensive production mostly in hilly-mountainous areas with rich and convenient environment for the organic production of medicinal plants, fruits, vegetables, wine, honey etc., 
Introduction
According to FAO (United Nations Organization for Agriculture) and WHO (World Health Organization) definition, the organic production is a system of production management, which promotes the preservation of eco-system by unifying biodiversity, biological cycles with emphasis on a need of methods that exclude the use of inputs for production outside a farm. The organic agricultural production is highlighting the quality and safety avoiding the application of synthetic mineral fertilizers, plant protection agents, growth regulator in livestock breeding and additives for animal feed. The organic production provides a harmonic management of nutrients, and the result is a tasty, healthy-safe organic product of high nutritional value, rich with macro and micro elements and vitamins as well. Hereof a regular consumption of organic products contributes to the preservation and improvement of health and preventing the occurrence of diseases. Organic product is the result of organic production that realises along with the application of agro-technical measures, which eliminate the use of synthetic-chemical agents. The main goal of organic agriculture is the production of high nutritional value food, development of sustainable agriculture along with the eco-system preservation, maintenance and increase of soil fertility, the use of landfill and stable manure or plants of long root in a permanent crop rotation and adding composted dung in soil. It implies maximum use of renewable sources of energy, preservation of agro-ecosystem genetic diversity and the environmental protection, reduction of all kinds of pollution that may be the consequence of agricultural production in order to create the conditions for satisfying the basic life needs of farmers, and gaining some profit (Radoičić,A. 2013) Organic manufacturers manage with 43.7 million hectares. The global organic food market in the year 2014 was achieved the value of 80 milliard USD, while the leading role has USA, Germany, France and China. There were 260000 organic manufacturers in EU in 2014 and about 340000 organic manufacturers in the whole Europe (Meredith and Willer, 2016) . The organic food market in European countries and in the world records fast growth; however, it is still under developed in our country. Total areas under the organic production in the Republic of Serbia stretch on area of 15,298.02 ha (Ministry of Agriculture and Environmental Protection, 2016). Total turnover of the organic food sector amounts around 40 million USD. As Willer and Lemoud stated (2016), our country significantly lags behind in comparison with other European countries, with an average expenditure per capita of 5 USD. According to the previous research results, it is obvious that the consumption of organic food per capita in Serbia was significantly lower in comparison to consumption in European countries (Meredith and Willer, 2016; Golijan and Popović, 2016) . Reasons for such bad condition in the organic food consumption in Serbia, according to Vehapi (2015) were insufficient information of consumers, poor and monotonous supply of organic food products, poorly developed distribution channels and low personal income of population.
Working material and a method of work
In this paper, the authors study the consumers' attitudes on purchase and consumption of organic food in Serbian enclaves in Kosovo. Empirical research was carried out on a simple sample of 300 respondents, by a personal communication technique, field research, using a survey as an instrument of test method. Test areas are towns: Northern KosovskaMitrovica, Leposavic, ZubinPotok and Gracanica. The research goal is to perceive main features of demand and consumption of the organic agricultural and food products based on the defined survey. The research was done in May and June 2017, and the survey was lasting for 30 days. When designing the survey, there was used the quantitative approach in order to get data on who, in which extent and where buys the organic food, and the quality approach in order to determine the motive for purchasing the organic products. Advantage of the survey reflects in a fact that it can comprise wide area of the respondents; there avoids the influence of an examiner (interviewer) on the respondents' answers -Vlahović B. (2011). The questionnaire is composed of 26 questions and divided into two parts; the first part refers to general questions: gender, place of living, level of education, and the respondents' income. The second part of the questionnaire was done in order to discover preferences, motives, attitudes and interests of consumers for the purchase of organic products. The survey results are expressed in tables and charts.
Research results
In the respondents' structure, according to gender, the female population is more represented (60%), while the male population is represented with 40%. The survey was conductedin towns: Northern KosovskaMitrovica, Leposavic, ZubinPotok and Gracanica, and therefore the survey results show that 51.50% respondents live in urban areas, while 48.50% respondents live in rural or suburban settlements. We have discovered, by analysing the age category of respondents, that the survey has comprised persons older than eighteen years and persons who have their own incomes and the attitude on the organic food significance. The most of respondents is 18-25 years of age (34.50%), and then the respondents of 26-35 years of age (28.50%), 36-45 years of age (15.50%), 46-55 years of age (9.50%) and finally the respondents over 55 years of age (12%). The most of respondents have secondary education (36%), while 26% of respondents have college education, and 22% of respondents have university education, and the least respondents have only elementary education (16%). One third of respondents (33%) have a monthly income in the range from 40,000 to 60,000 RSD, 31.50% of respondents have a monthly income over 60,000 RSD, while 22% of respondents have a monthly income in the range from 20,000 to 40,000 RSD, and the lowest incomes (up to 20,000 RSD) have 13.50% of respondents.
EP 2017 (64) 3 (987-1001) The research results show that the most of interviewed respondents (72%) of different sex and age structure and different purchasing power feed in a classic (conventional) way, i.e. in most of cases those are cooked meals; this is expected since this is the area with traditional habits concerning diet. Most of the week 14.50% of interviewed respondents consumes fast food and this population is younger than 35 years. Some other form of diet is consumed by 7% of respondents; a small number of respondents (3.5%) are vegetarians, while 3% of respondents in Serbian enclaves in Kosovo consume macrobiotic food. The obtained answer to the issue about information on the organic food production was positive by all respondents (100%) which mean that they are informed about the organic production. This problem was studied by Vlahovicand associates (2010) and was concluded that 89% of respondents in Novi Sad was informed about the organic agricultural production, while 11% of respondents wasn't informed. People older than 65 years of age (33%) and the respondents with the lowest education (45%) show the ignorance of these products. According to Renko and Bosnjak research (2009) 83% of respondents in Croatia have heard for organic products. That is a little less in regard tothe survey results, which was conducted in Novi Sad, and the conclusion was that there was progress in consumers' information and was a good precondition for the development of organic agricultural production and purchase of organic products.
Chart 1. Information on organic production (%)
Source: Authors's research
Chart 2. Respondents' diet (%)
The survey shows that 70% of respondents buy organic food (at least once a week 23.50%, always buy the specific type of organic products 23.50%, once a month 15% and once in three months 8%), while 30% of respondents don't buy organic food. This ratio of the obtained answers is surely not satisfying, but is relatively encouraging since the organic food market in our country is still in inception, so as such it bears a serious of negative epithets: small, underdeveloped, poorly supplied, with poor range of products and high cost price. If we cross the obtained answers with the age structure of respondents, we notice that there is no significant correlation link. It means that the respondents from different age categories don't have the defined frequency in purchasing organic food. In the group of respondents who buy the organic products the most are surely those with the highest income (over 60,000 RSD) or 29.50%, the respondents with income up to 60,000 RSD (27.50%), then the respondents up to 40,000 RSD (11%) and only 2% of respondents with incomes up to 20,000 RSD. From everything previously stated, we can conclude that the demand for organic products substantially depends on the amount of monthly incomes and the increase of demand can be expected with the growth of standard of living. But also all population categories need to buy food manufactured by the organic principles.
EP 2017 (64) As the answer to the question where the organic products should sell, there were respondents who made the combination of two and more answers and the answers were relatively homogenous: supermarkets were in the first place with 21.5%, green markets 21%, small shops in the vicinity 20.5%, and in the fourth place were directly from manufacturers 16%, in some other way 11% of respondents, and in health food stores 10% of respondents.In the structure of total sale of organic agro-food products in the European Union, the highest share in supply (at the level of 31%)hasthegeneral type retail chains. The following sales channels are markets with the share of 22%, and there is also significant the share of specialized health food stores (18%). In the European Union, the consumers of agro-food products (14%) buy them directly from manufacturers, while 15% of organic food is sold via some other sales channels (Vlahović, Puškarić, 2013 ).
Chart 4. Place of the organic food supply
With the following question in the survey "What would affect your decision to buy organic food?", we discovered the main motives to purchase the organic products. In the first place was the answer that the organic products were healthier for diet (50%); 38.5% of respondents were stated that quality was the most important. Only 4.5% of respondents replied that trends in the world are the reason to purchase the organic products, and 4.5% of respondents consider some other motives (curiosity, higher nutritional value, and nutritional supplements) are decisive for purchasing the organic food, while only 2.5% of respondents considers the environment preservation as a crucial factor for making decision on buying the organic food.Series of consumers' research in the world have discovered that health was the primary motive to buy the organic food, while others, less important factors of motivation referring to the same food category were curiosity, the desire to help in the preservation of the environment, additional nutrition (nutritional supplements/higher nutritional value) and taste (Chakrabarti, Baisya, 2007) . According to the research of Chambers and associates (2008), they were discovered that health is an important factor of which depended the total food consumption, especially concerning older people when they opt for a daily diet, while on the other side, they quoted a price as the possible obstacle for purchasing healthy food. Similar to that, according to the obtained results in pan-European research, Lappalainen and his associates (1997) stated the lack of time and price of food as some of the main obstacles for healthy nutrition.
Regarding the asked question on the structure of (potential) purchase of organic products, the authors of the paper and survey discovered which products are most purchased or should be purchased in the field of organic food by the respondents. Several answers were given to this question, so there were the respondents who buy or would buy more than one product. The most of respondents (60.5%) were answered that they would buy all organic products (vegetables, fruits, meat, eggs and milk) according to their purchasing power; 16.5% of respondents would preferably buy organic vegetables; 12% of respondents buy or would buy only organic fruits. Meat, as an organic product, would buy or buy 5.5% of respondents, while only 3% of respondents were interested in purchasing the organic eggs, and 2.5% of respondents were interested in purchasing the organic milk. If we compare these results with foreign researches, the survey analysis (Briz and Al-Hajj, 2004 ) was shown that Spanish consumers mostly purchase fresh fruits and vegetables (77%). At the same time, the research results of Eves and associates (2004) in Great Britain pointed out that the biggest demand was for fresh vegetables (40%). The issue of domestic organic food market supply was raised in order to perceive the attitudes of the survey participants on the domestic market supply with organic products. Most of respondents (68.5%) consider that the supply of the market is neither sufficient nor good, and 27.5% of respondents consider it sufficient for our conditions, and only 4% think that the market supply with organic products is completely satisfying. The results of previous studies are similar to the survey results. In the survey was raised an issue on the reasons for not consuming the organic products, aiming to recognize the reasons for not buying and not consuming the organic products. All respondents (those who purchase and don't purchase the organic products) answered this question; the most of respondents (38%) answered that they buy the organic food but not as much as they would like to, for which they mentioned the next reasons: high prices, poor purchasing power and poor supply. Insufficient EP 2017 (64) 3 (987-1001)
Goran Maksimović, Božidar Milošević, Radomir Jovanović supply of the market with organic products is the reason for the lower consumption of organic products (24%). Some of the respondents (22.5%) have stated high prices as the most significant factor for not buying the organic products as much as they would like to. Some of the respondents (8.5%) stated that the consumption could be increased if advertising and marketing of organic products are better, and 6.5% of respondents don't have confidence in the organic origin of products, while 0.5% of respondents gave some other reasons for not purchasing the organic products.
Chart 5. Reasons for not consuming the organic products (%)
The authors concluded, according to the obtained answers, that a price is the most important factor that affects the purchase and consumption of organic products; by the growth of employment and surpassing the economic crisis, the increase in the organic production volume and higher competitiveness will affect the decrease of prices and the increase in the organic products demand.
The surveyed respondents recognize an organic product in 35% cases by its mark "organic", 32% of respondents by a mark "bio", and 28% of respondents recognize an organic product by its mark "eco", and the least of respondents (5%) don't pay attention to the organic product marks. Aiming to achieve better information and introduction of consumers with labelling and marks of the organic products,it is necessary to promote them as much as possible and bring closer to consumers by using all marketing elements, and especially advertising. Thereby shouldn't be forgotten that many countries before us have passed all these phases, and that we can rely on their experiences in order to pass as faster as possible the first and the most important phase of the population education and in that way give Serbia a chance to join the most developed European countries and their standards (Radoičić 2013).Furthermore, we have concluded, by analysing the answers to the question about the level of trust in the guarantee of organic products, that 79% of respondents is not sure if the mark for "organic"is at the same time the guarantee that this product is of the organic origin, 12% of respondents think that the mark is not the guarantee, while only 9% of respondents think that the mark is the guarantee that this product is really organically manufactured.These survey results show the necessity to inform better, by which affects the increase in the level of trust in marks and labels, as the guarantee of organic origin.
Aerset and associates (2004) proved that the distrust in the organic production certificate is common in many countries and it had the negative effects in the organic production. According to the research results of Kovacic and associates (2009) related to Zagreb, only 29% of respondents trusted eco-labels, while 26% of respondents didn't trust them. Significant number of respondents (30%) trusts only the specific labels, but they don't know exactly to which ones they trust. This is surely greater trust in regard to the survey carried out in the Serbian enclaves in Kosovo and Metohija.
To the question -on what basis you decide which food is manufactured in a healthy-safe way -46% of respondents answered that it was according to an appropriate mark on a product, 35% answered that it was according to visual experience or taste, 16% of respondents answered that it was according to the manufacturer's claim, and only 3% of respondents answered -in some other way (purchase from the established manufacturer, recommendation, geographical origin, etc.).The idea that the state should regulate by law the standardized labelling, which guarantees the organic products origin was most widely differentiated by analysing the obtained answers (94.5%). One percentage of respondents thinks that it is not necessary, while 4.5% of surveyed respondents have no opinion on this.
Organic products are the products manufactured in a strictly controlled production method, legally regulated and called the organic production. The organic products on the market are recognized by a legally regulated mark. Consumers, by purchasing the products with the "organic"mark, can be sure that at least 95% of this product is of the organic origin, and that a product complies with regulations of the inspection, that it is packed in a biodegradable packaging, code and body that carried out the inspection. The certified organic product must be labelled by the mark "organic product"(Vlahovic and associates, 2011). The answers show that the state should more seriously be involved in legal regulations regarding the guarantee of organic products origin. State institutions are the carrier of trust and the only serious guarantor of food's organic origin. In every moment, the consumer has to be sure that only products of authorised manufacturers are on the market, and these products are under constant supervision of the authorised institutions, which check the quality that is completely harmonized with the international standards.
The first law on the organic production in our country was passed in 2000, and the second was passed in 2006, while the third law on the organic production was come into effect on 1 st January 2011, and was adopted by the Serbian Parliament on 5 th May 2010 (Official Gazette no. 30/2010). This law and by-laws regulate in detail all issues regarding the organic production methods, control and certification, processing, storing, transport, turnover and labelling the organic products.
Respecting the standard and legally regulated conditions of production, processing, storing, turnover, labelling of organic products etc. isunder the expert supervision of the state administration authorities. The organic product control system in Serbia has been established in the tradition of the control system that is regulated by EU regulations, i. The law aims to: -Get products with confirmed manufacturing procedure, -Sustainable socio-economic rural development, -Consumer protection, putting a label that clearly indicates the way and methods for obtaining organic products, -Protection of natural resources from pollution, -Long-term preservation and increase in soil fertility, -Preservation of biodiversity etc.
The question about the organic products flavour was put in the form of a multiple answer. The aim was to perceive the consumers' attitudes on the organic products flavour. The survey showed that the respondents' opinions divided and 52.5% of respondents have no attitude on whether the organic products were tastierin regard to the conventional ones. If 30% of the surveyed respondents have declared themselves as those who don't buy organic products, then it is understandable a high percentage of the survey participants who don't have any attitude on this. Studies that were carried out related to the organic and conventional food comparison were based on three essential fields: nutritional value, sensory quality and food safety. According to Boum and Prescott (2002), there are no strong evidences that the organic and conventional food differs in concentration of different nutrients, except in the content of nitrates. According to these same authors, the research that points out to the existence of differences between the organic and conventional fruits and vegetables is inconsistent. On the following question, whether they buy or are ready to buy the organic products, 83.5% of respondents answered with "yes"or are ready to buy the organic products, and they are aware that these products have an effect on their health, as personally as well as on their family health. They stated the next reasons for the quality of organic products: higher nutritional value, more minerals, vitamins and other useful ingredients. Only 16.5% of respondents gave a negative answer to this question, and give as the most common reasons: high price of organic products, current financial situation, distrust habits, insufficient information, etc. Around 70% of respondents gave a positive answer to the question if they are willing to pay more for the product that is surely of the organic origin. At the same time, 15% of respondents are not ready to pay more, and 15% of respondents are not sure if they are ready to pay more for the organic products. According to the previous research of this problem, Vlahovic and associates (2010) concluded that 55% of respondents are ready to pay a higher price to the organic products, and 23% of them are not ready to pay a higher price. 22% of respondents are not sure if they are willing to pay more (don't have a clear view on this issue). In the conducted survey, we can notice the increase in a number of respondents who are willing to pay a higher price for these products in regard to the mentioned previous research. According to the research of Kovacic and associates (2009) related to the city of Zagreb, more than three fourth of respondents are ready to pay a higher price for these products in regard to other products, while one fourth of respondents is not ready or are not sure if they are ready to pay for it a higher price. It is far more in regard to the conducted survey in the Republic of Serbia. In accordance to the KarapandzinJelena (2003) survey results, which was exclusively related to students of the Faculty of Agriculture in Novi Sad, most of respondents were answered positively (60%), and on the other side was 40% who were not willing to pay more for the organic product.
In order to test the readiness of consumers to pay more for the organic products, the question was put with the possibility to choose an answer. According to the obtained answers can be concluded that 33.5% of respondents are ready to pay 10% more for an organic product, 6% of respondents are ready to pay 11%-20% more, and 23.5% of respondents consider real to pay 21%-30% more, 5.5% of respondents are ready to pay 31%-50% more, while 12% of respondents are ready to pay more than 50% higher price in regard to the conventional products.Many researches have shown that a higher price of organic products is the main obstacle why consumers rather opt for the conventional food (Klockner, 2012) .
Chart 6.
What is the willingness of the respondents to pay more for an organic product (%) Source: Authors's research There is a need for the better economic propaganda of organic products -the question was put aimed to determine the attitude of respondents if the better economic propaganda for organic products was necessary. There was concluded, by analysing answers, that most of respondents (79%) was considering the necessity of better economic propaganda related to products of the organic origin. Only 4% of respondents considered that the economic propaganda was at the appropriate level, while 17% of respondents didn't have a defined attitude on the organic products' economic propaganda. The research results of Vlahovic and associates (2011) showed that there was a clear need for intensifying the promotional activities (61% of respondents), aimed to increase the demand for organic products, while 10% of respondents had opposite views. Accordingly, the promotional activities of companies should become prominent aiming to have more influence on the decision of purchasers. When it comes to the most adequate way of informing the potential consumers on organic products, the respondents were mostly (79%) took side of the media propaganda via television, social networks, etc. Promotion at the point of sale is of the highest importance for 17% of respondents, and various catalogues and booklets for 4% of respondents. The answers to this question should specify in which direction the promotional activities should be drafted, i.e. should point out to the best and the most efficient media and instrument in the promotional activities.
The last question in the survey was put if the organic production is important for the environment protection and that is why organic products should be bought and consumed, none of respondents answered that they absolutely disagreed, 4% of respondents disagreed, and 31% of the survey respondents agreed partially. 35.5% of respondents agreed, and 29.5% of respondents agreed completely that the organic production was important for the environment protection. Whether the organic agricultural products are significant for the consumers' health, we did obtain the following answers: 3% of respondents didn't agree, 21.5% of respondents did agree partially, 34% did agree, and 41.5% of respondents did agree completely that organic agricultural products were important for the consumers' health, so this was the reason for their consumption.
In accordance to Hallam (2002) research, the motives for purchasing the organic agriculture products in Great Britain were:improvement of personal health (36%), better taste (31%), "natural"origin of food (25%), avoiding genetic modifications (12%) and the environmental protection (5% of respondents). According to Vlahovic and Puskaric (2013), numerous studies were engaged in comparing nutrition and health values of organic and conventional food. Some studies show that food manufactured organically doesn't have a higher nutritional value than the conventional one, while other studies show that organic food is superior, especially in respect of a greater content of antioxidants.
Conclusion
There can be concluded the following based on the obtained research results, and based on the survey on the consumption of organic agriculture products:
All 100% of the respondents have heard about the organic food term, while 70% of them have purchased organic products (23.5% once a week, 23.5% of respondents always buy a specific type of organic products, 15% of respondents buy it once a month and 8% of respondents buy it once in three months). The most common reasons for buying the organic products, for 50% of the respondents were that the organic products are healthier for diet in regard to the conventional products, 38.5% of the respondents were stated as the reason the better quality of organic products. The most of the respondents purchase all organic products depending of needs (60.5%), only vegetables 16.5% and fruits 12%. The supply of markets with organic products is not sufficient, as 68.5% of the respondents stated, while 90.5% of the respondents stated that population in Serbian enclaves is not sufficiently informed on the significance of food manufactured in the organic production system. There is inevitable more significant education of consumers regarding the organic production in order to be better informed and to increase demand. The most of the respondents (79%) do not have confidence in labelling of organic food, and that they really guarantee the organic origin of these products, while 94.5% of the respondents think that a state should legally regulate standardized labelling, which guarantees the organic products origin.
Only 70% of the respondents are ready to pay higher price for organic products. The most of the respondents (33.5%) is ready to pay 10% more for organic products, 29.5% of respondents are ready to pay 10-30% more money for purchasing organic products, while 17.5% of respondents are ready to pay more than 30% for them. 75.5% of respondents agreed that food manufactured in organic way is very important for consumers' health and therefore it should be purchased and consumed.This seems very encouraging, because consumers care about their health, and this should also motivate the organic food manufacturers to increase volume and range of their products. The amount of income significantly limits the readiness of respondents to set aside more money for purchasing the organic agricultural products.
The most of the respondents purchase organic food in super markets (21.5%), green markets (21%), small shops in the vicinity (20.5%), in health food stores (10%), directly from the manufacturer (16%), and in some other way (11%). Retail chains of general type have the highest share in supply (31%) in the structure of total sale of organic agricultural-food products in the European Union. In the USA, one third of consumers purchase in specialized health food stores. Our survey shows an evident decrease in the significance of specialized stores of so called organic food.
Results show under developed awareness of consumers on organic food. The organic food market is still very modest. It is necessary to enlarge the range of products in the organic production and food industry, and have continuous supply and develop an adequate marketing. It is possible to raise consumption at the higher level by good information and education of consumers.
